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Inmoderneconomies,firmsarefacedwithmorechangesthanbefore.Ifthefirmsare
tosurviveandthriveinachangingenvironmentwhichdemandsdiferentarchitecturesof
product,createsnewnetworksofvalue,alterstheindustry・seconomics,anddestroyscurent
competencies,theymustgrowandchange,thatis,enhancetheirinnovativecapability.There
isevidencethatadominantcompetitivepositioncanbeledbygenerationofinnovations
（BanburyandMitchel,1995）andthatoneofthekeydriversoffirmperformanceisnew
productinnovations（Lee,SmithandGrimm,2003）.
However,someresearchersconcludethatacademiaandthebusinesscommunitymay
haveoverstatedthebenefitsofinnovationandanearlymarketentry.Forinstance,Golderand
Telis（1993）showthefactintheirstudythatin50productcategoriesthereareonlyfour
marketpioneerswhocontinuetobethemarketshareleaders.Theaveragemarketshareof
thepioneersisonly10%,buttheirfailurerateisupto47%.Incomparison,thelatemarket
entrantsorfolowersretainalargeraveragemarketshare（28%）buthavealowerfailurerate
（8%）.Basedonsomescholars,firmswhichimplementanimitationstrategycantakeadvan-
tageoftheinnovator・sefortstodevelopproductsandmarketsandthensurpasstheinnovator
withtheirimprovedproductsandservices（Shankar,Carpenter,Krishnamurthi,1998;Zhang
andMarkman,1998）andfinalygaincompetitiveadvantages.
Sinceinnovationstrategyandimitationstrategyeachhavetheirownadvantages,among
researcherswhowishtofindoutwhichfactorleadsfirmstochoosedistinctstrategies,the
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Abstract
Weexaminedtheimpactsofdiferentkindsoforganizationalcultureonaninnovative
organizationalorientationinChina.Weusedmultiplelinearregressionanalysistotestasample
of300Chinesecompanies.Theempiricalresultsshowthatadhocracyculturefostersaninno-
vativeorganizationalstrategywhilehierarchicalculturepromotesanimitativestrategy.Further-
more,thefindingsprovideevidencethatChina・suniqueculturalcharacteristicsshowdiferences
frompreviousWestern-basedstudies.Theauthorssuggestthatorganizationalcultureshouldbe
givenmoreimportancebymanagersiftheyseekinnovation/imitationstrategies.
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issuehasbeengivenmoreatention（Damanpour,1996;Mavondo,ChimhanziandStewart,
2005）.
Carmeli（2005）believesthatorganizationalcultureisoneoftheelementswhichhasa
significantimpactoninnovation.Asitinfluencesthebehaviorofemployees,theemployees
maybecausedbyorganizationalculturetoconsiderinnovationasthefundamentalorganiza-
tionalvalueandtohaveagreaterfeelingofbusinessparticipation（Hartmann,2006）.
Theauthorsofthispaperbelievethatorganizationalcultureisanessentialfactorpromot-
inginnovativebehavioramongthemembersofanorganization.Moreover,itisbelievedthat
distincttypesoforganizationalculturearerequiredonthebasisofthefirms・strategicorien-
tation,whetheritisinnovationorimitation.
Inspiteoftheimportanceofcultureasanimpetustoinnovation,therearealimited
numberofempiricalstudiesonthisissue.Onlyafewresearchersarepayingatentiontothe
impactoforganizationalculturesonafirm・sinnovationstrategy,andmostofthemarecon-
centratedonsomeculturalcharacteristicsratherthandistinguishingthetypesofculture.
Anotherlimitationofexistingstudiesoninnovationstrategicorientationisthatmostresearch
hasbeencariedoutintheUSAandEuropeancountries,whichmakestheuniversalityofthe
resultsoftheirstudiestoothereconomiesanunresolvedquestion.Theresearchaboutthe
relationshipofcultureandinnovationorientationinAsianfirmsremainslacking.Finaly,
therearerarerstudiesemphasizingtherelationbetweenorganizationalculturesandfirms
innovationorientation,imitativeversusinnovative.
Tofilthesegapsofpreviousresearch,westudiedtheimpactoforganizationalculture
oninnovationstrategicchoiceinChinesefirms.First,therelatedliteratureaboutthisissue
arereviewedinthispaper.Second,byusingasampleof130Chinesefirms,anempirical
studyisconducted.Finaly,thereisadiscussionwheretheresultsandlimitationsandsug-
gestionsforfutureresearcharepresented.
TheoreticalFramework
Thereismuchatentionpaidtoinnovationstrategicorientation,andevidenceshowsthat
pioneersandfolowershavediferentperformancesbecauseofthediferentorientation（Bow-
manandGatignon,1996;RobinsonandMin,2002;Uterback,1994）.
Generalyspeaking,theliteraturemakesadiferentiationbetweendistinctiveorientation
― innovativeandimitative（Zhou,2006）.Innovativeorientationmeansthetypeofstrategy
bywhichfirmsdevelopandlaunchnewproductsandserviceswithinnovativefeaturesin
ordertoenterthemarketearlierthantheirrivals（VaradarajanandPeterson,1992）.Onthe
contrary,firmswithanimitationorientationadoptcompetitors・ideasandtechnologies.Also
theytrytoprecludethehighcostsrelevanttostaplescientificresearchandnewtechnology
development（FerelandLukas,2000）.Thepapersstatethatfirmswiththeinnovative
orientationarepioneersorearlyentrantswhilefirmsofimitationorientationaremarkedas
folowersorlaterentrants（Ali,KrapfelandLabahn,1995;Manu,1992;Robinson,Fornel
andSulivan,1992;Zhou,2006）.
Innovativeorientationandimitativeorientationarebothbasicelementsofmarketentry
strategies.Thetimingofmarketentrycanbedescribedasaquantitative,strategicdecision,
whichisoftenusedtoresolveaproblemofentrystrategy:shalacompanyatempttobecome
anearlyentrantoralaterentrant（GaryandEunsang,1990）?Alietal.（1995）believethat
entrystrategyvariablescontainsthefolowingfouraspects:marketpioneer（innovationorien-
tation）,advantageofproduct,relativepriceandrelativepromotionwork.Fromanotherpoint
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ofview,thetimingofmarketentryisconsideredtobeoneofthefactorsdeterminingthe
・innovationorientation・（Manu,1992）.
Innovationstrategycanimprovenewproductintroduction,buttheimitationstrategyis
alsofeasibletoenterthemarket.AccordingtoZhou（2006）,tointroduceanewproduct,
innovativestrategyisnotauniqueoption,sincetherecanonlybeonepioneerinthemarket
ofanyproduct.Imitationstrategyisstilfeasibleandmorecommonthaninnovation.Even
thoughasuccessfulinnovatorcanperformbeterthanlatermarketentrants,canestablisha
largermarketshare,andhaveanearlycompetitiveadvantage,imitatorsstilcanachievean
advantageousstatusandprovideclientswithbeterproductsandservicesthaninnovators
（Shankar,CarpenterandKrishnamurthi,1999）,becauseimitatorscanuselowerimitation
costs,havefree-riderefectsandscopeeconomies,adoptcompetitorsideasandtechnologies,
andlearnlessonsfromthepioneers（LiebermanandMontgomery,1988）.Inaddition,imita-
torscandeveloptheirproductsandservicesthroughtheexistingproductsandinformation
（Schnaars,1994）.
Severalstudiesabout・entrytiming・havealreadybeenconducted.Manyofthosecon-
centrateontheimpactofentrytimingonproductortechnologyperformance（Gatignonand
Xuereb,1997;Iyer,LaplacaandSharma,2006;Shamsie,PhelpsandKuperman,2004）.
However,fewempiricalstudieshaveshowedwhatfactorshaveanefectonthetimingof
marketentry.Anumberofscholarshavepointedoutthatthepioneersandfolowers・proper-
ties,skilsandresourcesconfigurationsarealdiferent（LiebermanandMontgomery,1998;
Murthi,SrinivasanandKalyanaram,1996;SchoeneckerandCooper,1998）.Inthisregard,
theliteratureindicatesspecializedassets（Mitchel,1991）,internalfinancialresources,ad-
vantageousabilitiesandcompetitiveness（LiebermanandMontgomery,1998）,directsale
stafs（SchoeneckerandCooper,1998）,andin-depthresearchanddevelopment,designand
cultureoftheorganization（Droge,Calantone,andHarmancioglu,2008;Matsuno,Mentzer
andOzsomer,2002）asdeterminantsofentrytiming.Robinsonetal.（1992）indicatedthat
earlyentrantspossessedconspicuouslymoredistinctskilsandresourcesconfigurationsthan
laterentrants.
Organizationalcultureisconsideredtobethevalues,beliefsandhiddenassumptions
whichtheorganizationmembershaveincommon（CameronandQuinn,1999;Denison,1990;
DeshpandeandWebster,1989;Miron,ErezandNaveh,2004）.Anorganizationalcultural
profileincludesvarioustypesofcharacteristicsbywhichorganizationalefectivenessisaf-
fected.Involvement,consistency,adaptability,andasenseofmissionareindentifiedasfour
diferentculturalcharacteristics（DenisonandMishra,1995）.Sinha（2000）considersvalues,
behaviour,relationships,technology,structure,procedure,goalsandobjectivesinorganization
asthecomponentsoforganizationalcultureclassifiedintosoftculture,work-centricnurturant
cultureandtechnocraticculture.
Theliteraturegivesanassenttotheimportanceoforganizationalculturetoinnovation
strategy.Variousresearchworkshaveconcludedthattheorganizationalcultureplaysakey
roleininnovation.Themainviewpointisthatorganizationalmembers・innovativebehaviour
canbemotivatedbyorganizationalculturesincetheculturecancausethemtoacknowledge
innovationasanorganization・selementaryvalueandcansupportitscommitment（Hartmann,
2006）.Inaddition,cultureandmanagementbehaviourhaveacloserelationshipandmaybe
stimulationoranobstructiontochangeorinnovation（BoonstraandVink,1996）.Since
innovationisacomplexdealingattheorganizationallevel,itrequiresastableandwel-
establishedfoundation― organizationalculture.
Theissueofwhichtypeoforganizationalcultureenhancesorinhibitsinnovationhasnot
beenclearintheliterature.Inaddition,studiesanalyzingempiricalywhetherdiferenttypes
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oforganizationalculturearenecessitatedbyinnovationorimitationorientationhavenotbeen
conductedsofar.
Inordertoresolvethisissue,weusedtheCompetingValuesFramework（CVF）model
posedbyCameronandQuinn（1999）.AlthoughReigle（2001）andWalach（1983）have
usedsomeotherorganizationalculturetypologies,asoneofthemostwidespreadtypologies;
theCompetingValuesFrameworkhasbeenadoptedinsomeempiricalstudies（Deshpandeet
al.,1993;IgoandSkitmore,2006;LauandNgo,2004;ObenchainandJohnson,2004;Stock
etal.,2007）.
TheCompetingValuesFrameworkusestwodimensions― flexibilityanddiscretion
versusstabilityandcontrol,andexternalfocusversusinternalfocusandintegration,defining
fourtypesoforganizationalcultures:clan,adhocracy,marketandhierarchic.
Clanculturestressesflexibilitybutitfocusesontheinternalorganization,whichischar-
acterizedbyaveryfriendlyworkingenvironment.Membersarecombinedtogetherviaa
senseofafiliationandbelonging,andtheyarepartofacommonsocialsystemorclan.
Adhocracycultureisfeaturedbyflexibilityandanexternalfocus.Experiments,innovative
approach,thinkinganduniquenesscharacterizethistypeofculture.Creativity,growth,exter-
nalsupport,resourceacquisition,entrepreneurshipandrisktakingarethekeyvaluesunderly-
ingadhocracyculture.Marketculturehasexternalorientation,butitiscontrolfocused.Its
emphasisiscompetitiveness,productivity,cleargoals,eficiency,andaccomplishment.And
lastly,hierarchicculturehasacontroledorientationbutaninternalfocus.Thistypeofculture
atachesimportancetoinformationmanagement,documentation,stability,routine,centraliza-
tion,continuity,andcontrol.Inahierarchicculture,membersarekepttogetherbyinternal
controlsthatupholdrules,policiesandprocedures.
Forthepurposeofdeterminingwhichtypesoforganizationalcultureimpactpositivelyor
negativelyoninnovationorimitation,thetwodimensionsoftheCVFmodelarestudied.In
thismodel・sfirstdimension,stability/flexibility,theflexibility-orientedcultureisexpectedto
facilitateaninnovationorientation,whilethestability-orientedisexpectedtoimproveimita-
tionorientation.Thereasonisthatflexibility,orlackofformality,impliesapositiveinnova-
tivestrategyorientation（Matsunoetal.,2002）becausecreativitycanbeencouragedby
autonomyandfreedom,whilestability,folowedbybureaucraticcontrol,usesproceduresand
regulations,hierarchiesofauthoritativenessandothermechanismsnormalizingandevaluating
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Figure1 CompetingValuesFramework（CVF）a
Source:aCameronandQuinn（1999）
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outputs（Ouchi,1979）torealizeeficiency.By・playingitsafe・andatemptingassurance,
i.e.imitativeorientation,intheinternaloperationprocess,eficientbureaucraticorganizations
realizetheireficiency（CovinandSlevin,1989）.Similarly,Child（1973）providedevidence
thattheparticipationofemployeesindeputizingandauthorizingthemindecisionmaking（i.e.
lackofcentralization）promotestheorganizationmembers・learninganddevelopment,indi-
catingthattheycanundertaketheriskofinnovationbeter.Child（1973）alsopointedoutthat
themembers・capacitytoadapttochangingenvironmentwilberestrictedbyrulesandregu-
lationsoforganization,meaningthemembersareunlikelytoaccepttheriskofinnovation.
Hence,theadverseconditionsoflookingfornewdevelopmentopportunitieswilleadfirms
totakeanimitativeorientationapproach.Seeninthislight,aconclusioncanbemadethat
flexibilityfacilitatesinnovativeorientationwhilestabilityprecipitatesimitativeorientation.
Asfortheinternal/externalfocus,theseconddimension,studiesarguethatcultureswithan
externalfocusrelatedtoinnovativeorientation,whilecultureswithaninternalfocusrelated
toimitativeorientation.Theseargumentsaresupportedbysomeempiricalstudies.Detert
（2000）andKimberlyandEvanisko（1981）indicatethatexternalyorientedorganizations
normalypossessvariousmechanismstoimprovetheirabilitytohaveaccesstoinformation
abouttheircommercialenvironment,therefore,theatmospherewilbeconductivetothe
generationofinnovationinthebusiness.Similarly,Droge（2008）claimsthatapositive
strategicorientationrequiresahighermarketorientationleveltolookfornewopportunitiesin
themarketandtotakeactionfromtheseopportunities.Likewise,LukasandFerel（2000）
suggestthatafirmcanenvisagethechangingconditionsofthemarketandreacttothede-
mandsofthemarketthroughmarketorientation.Fortheseauthors,firmsthatconcentrateon
externalelements,suchasclients,rivalsandthegeneralenvironment,buildinnovativebehav-
iorsbasedonexternalinformationandonthe・goodpractices・thatotherfirmsfolow.Else-
where,Deshpande（1993）indicatedthataninternalfocusedculturewouldmakefirmsless
advertentadversetoachangingmarket,somethingessentialtoinnovationprocesses.From
theseevidencesabove,itcanbesummedupthatexternalyorientedorganizationalcultures
improvebreakthroughinnovationwhilethecultureswithaninternalfocuscauseanimitation
orientation.Theseforegoingconclusionscanleadtotheinterpretationthatthesortoforgan-
izationalculturewhichismostconductivetoinnovationisadhocracyculture,becauseflexibil-
ityandexternalorientationareitstwomostcharacteristicvalues.Thehierarchicalculture,on
theotherhand,withstabilityandinternalfocus,wouldstimulateimitativeorientationmore.
Consequently,weproposethefolowinghypotheses:
H1.Adhocracyculturewilhaveapositiveefectoninnovativeorientation.
H2.Hierarchicculturewilhaveapositiveefectonimitativeorientation.
Methodology
DataColectionandSample
DataforthisstudyiscitedfromChineseEnterpriseandCompaniesDatabase（CECDB）,
whichisjointlydevelopedbyWanfangDataCompanyLimitedandnearly100Chineseinfor-
mationagencies,foundedin1988.CECDBcontainsdetailedinformationonnearly200,000
enterprisesin96industries,includingenterprisebasicinformation（e.g.enterprise・sname,
personsincharge,enterpriselocation,telephonenumberandcorporateprofile）,enterprise
productsandservicesinformation（e.g.productname,specificationsmodel,productdescrip-
tion）andothersubsidiaryinformation（e.g.ownership,size,annualturnover）.Weselected
300firmslocatedinfourmajorcities（Beijing,Dalian,Shanghai,Shenzhen）inChina,which
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havemorethan1,000employees.Thesefirmsareseparatelylocatedinthenorth,eastand
southofChinaandspandiverseindustrialfields,increasingthegeneralizationofourfindings.
Foreachfirm,aseniormanager（e.g.,CEO,vicepresident,productmanager,andmarketing
manager）waschosenasthekeyrespondentbecauseourfieldinterviewsfoundthatthese
organizationalleadershadabeterunderstandingofthecorporatemission,philosophy,strat-
egy,culture,etc.
Intotal,130validquestionnaireswereobtained,yieldingaresponserateof43.33per
cent.Respondentandnon-respondentcompanieswerecomparedintermsofsizeandper-
formance.Nosignificantdiferenceswerefoundbetweenthosetwogroups,suggestingno
responsebias.
Measures
Innovativevs.imitativeorientation:Thepreviousresearchhasmeasuredinnovation
strategicorientationinvariousaspects,suchasthecharacterofmarketpioneerorpioneering
（Alietal.,1995;Manu,1992）,thequickresponsetotheactionsofrivals（Zhou,2006）,the
cleverreactiontothechangesgeneratedbycompetitors（LangerakandHultink,2008）andthe
significanceofbeingthefirstonetoinitiateinnovativeproductsintothemarket（Zhou,Yim
andTse,2005）.Weusea5-pointLikertscalerangingfrom1（strongdisagreement）to5
（strongagreement）（Cronbach・salpha=0.899）tomeasuretheinnovationstrategicorienta-
tion.Itcoverstheinnovations・proactiveorreactivecharacter,thecleverreactiontoother
firms・innovativeproducts/servicesinthesamebusinessfield,theR&Defortsandinvolved
time/person/team/training.Ifthesevariableshavehighervalues,thefirm・sinnovationposture
isstronger.Thelowervaluesofthesevariablesshowastrongerimitationorientation.
Organizationalculture:WeusetheOrganizationalCultureAssessmentInstrument
（OCAI）developedbyCameronandQuinn（1999）tomeasureorganizationalculture.Organ-
izationalculturehasbeenmeasuredthiswayinpreviousresearch（Dasanayaka,1986;
Deshpandeetal.,1993;Naranjo-Valenciaetal.,2011;Simberova,2009）andithasbeen
validatedbyseveralauthors（Dasanayaka,1986;Simberova,2009）.Weusethesixdimen-
sionsitputsforward:dominantcharacteristics,leadershipstyle,managementofemployees,
organizationglue,strategicemphasesandcriteriaofsuccess.AccordingtotheOCAImethod-
ology,aquestionnaireincludes24questionswhicharedividedintosixparts（inaccordance
withthesixdimensionsinthemodel）.Ineachpart,therearefourdescriptionscoresponding
tothedefinitionsofthefourculturetypesintheOCAImodel:clan,adhocracy,marketand
hierarchic（Cronbach・salpha=0.922）.Ona5-pointLikertscalerangingfrom1（strong
disagreement）to5（strongagreement）,respondentsreportedtheirperceptionsoftheirorgan-
izationalculturefeatures.
StatisticalAnalysis
Inthisstudy,Cronbach・sAlphacoeficientwasusedtoevaluatetheinternalreliability
ofthescale.Thedatashowsthattheinnovationstrategicorientationreliabilitywas0.859;the
culturetypesoforganizationalculturereliabilities,adhocracyandhierarchiccultures,were
0.826and0.823respectively,whichisgreaterthanthecriteriaof0.70（Nunnalyand
Bernstein,1994）.Theinnovationstrategicorientationratingscaleandthescaleoforganiza-
tionalcultureshaveahigherreliabilitytoachievethereliabilityrequirementsofresearchand
analysis.Thehypothesesweretestedusingcorelationanalysisandmultiplelinearregression
analysis.Judgedbythestandardizedregressioncoeficient（Betavalue）ofthecontribution
rateofthedependentvariabletoindependent:thegreaterthevalue,thegreaterthevariable
contributiontothedependentvariable;ifthevalueispositive,thenthereisapositiveimpact
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ofindependentvariablesonthedependentvariable.Whentheindependentvariables・regres-
sioncoeficient（・）issignificantwiththeexpectedsign,R
2
supportsthehypotheses.The
basicdescriptivestatisticsandcorelationsofthemeasuresarepresentedinTable1.
Results
Theefectoforganizationalcultureontheinnovationorientationisproposedinthetwo
hypothesesofthisstudy.Inparticular,adhocracycultureafectsinnovationorientationposi-
tively,whilehierarchicalculturehasapositiveroleinimitativeorientation.Forthepurpose
oftestingthesehypotheses,thevariablesofadhocracycultureandhierarchicalcultureentered
theequationindependently.Table2showstheresultsobtained.
IntermsofH1,thefindingssuggestthatadhocracyculture,whichischaracterizedby
bothexternalfocusandflexibilityorientation,afectsinnovationstrategypositivelyandsig-
nificantly（・・0.68;p・0.01）.
AsweproposedinourH2,analysesprovidedtheevidenceofanegativerelationbetween
hierarchicalcultureandinnovativeorientation（・・・0.48;p・0.01）.Thatmeansthatan
organizationalculturewhichemphasizesinternalfocusandacontrolorientationwilfosteran
imitativeorientation.Overal,theresultssupportH1andH2.
Moreover,additionalanalyseswereexecutedtomakeathoroughinquiryofthedeeper
relationshipbetweenorganizationalculturesandfirminnovation.Inparticular,theimpactof
eachdimensionofthetwoculturaltypes・ontheinnovationandimitationvariableswasana-
lyzed,andregressionanalysiswasusedagain.Table3showstheresults.
Wehadsomeinterestingfindingsfromourresults.First,thefindingsindicatethatnot
alofeachculturaldimensionimpactsthefirm・sinnovationorientationinthesameway.
Second,thesefindingshelpusdeterminewhetherdiferentinnovationorientationsareafected
positivelyornegativelybyeachdimensionofadhocracycultureandhierarchicculture.With
regardtoadhocracyculture,asanticipated,dominantcharacteristics,leadershipstyle,organi-
zationglue,strategicemphasesandcriteriaforsuccessplayapositiveroleininnovative
orientation.However,themanagementofemployees,thethirddimensionofthistypeof
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Table1 Means,standarddeviationsandcorrelationsamongvariables
Variables Mean SD 1 2 3
Adhocracy 3.54 0.72 1
Hierarchy 2.94 0.68 －0.475・・・ 1
Innovativeorientation 3.46 0.62 0.814・・・ －0.505・・・ 1
Notes:・p・0.1;・・p・0.05;・・・p・0.01
Table2 ResultsofmultiplelinearregressionanalysisforH1andH2
Variables Model1 Model2
Adhocracy 0.734・・・
Hierarchy －0.436・・・
F 90.303・・・ 15.020・・・
・R
2
0.620・・・ 0.201・・・
Notes:・p・0.1;・・p・0.05;・・・p・0.01
culture,afectsinnovativeorientationnegatively.Forhierarchicculture,thefivedimensions
ofdominantcharacteristics,managementofemployees,organizationglue,strategicemphases
andcriteriaforsuccesshaveapositiverelationshipwithimitationincomparisonwithinnova-
tionasweexpected.However,diferentfromouranticipation,theseconddimensionof
hierarchicculture― leadershipstyle― afectsinnovativeorientationpositively.Inthenext
section,wewildiscussthesefindings.
Discussion
Therelationbetweenorganizationalcultureandmarketentrystrategyisfocusedonin
thispaper.Althoughtheliteratureshowsthatorganizationalcultureandafirm・sstrategic
decision-makingarerelated,fewstudiesempiricalyaccesstheevidenceonthisissue,which
isavoidthatthispaperseekstofil.
Ourresultsprovideevidenceforthiskindofrelationship.Particularly,wefoundthat
adhocracycultureispositivelylinkedtoinnovationandhierarchicalculturehasanegative
relationwiththeimitationorientationofthefirm.Theseresultsareconsistentwiththetheo-
reticalliterature（Detert,SchroederandMauriel,2000;Menzel,AaltioandUlijn,2007）and
verifythepreviousstudiesabouttherelationshipbetweenorganizationalculturesanda
firm・sinnovationstrategy.
Also,thefindingsofthispaperareconsistentwiththeresearchwhichproposesthatsome
hierarchicculturefeatures,forexample,rulesandregulations,andformalorganizational
structure,arepositivelycorelatedwithimitativeorientation.Inaddition,ourresultsconcern-
ingtherelationshipbetweenadhocracycultureandinnovativeorientationareinaccordwith
theconclucusionsofsomestudiesonthecharacteristicsofadhocracyculture,suchas
empowerment（Gudmundson,TowerandHartman,2003）,creativity（ScotandBruce,1994;
ShrivastavaandSouder,1987）,risktaking（Jamrogetal.,2006;Walach,1983）,freedomand
autonomy（MartinsandTerblanche,2003）.
Althoughthefindingsarerelatedtothepreviousliterature,thispapermainlycontributes
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Table3 Resultsoftheadditionalregressionanalysis
YInnovativeorientation（.vs.imitativeorientation）
Variables Model3
Dominantcharacteristicsforadhocracy 0.180・・・
Leadershipstyleforadhocracy 0.128・・
Managementofemployeesforadhocracy －0.087・・・
Organizationglueforadhocracy 0.114・・・
Strategicfocusforadhocracy 0.117・・
Criteriaofsuccessforadhocracy 0.095・・
Dominantcharacteristicsforhierarchy
Leadershipstyleforhierarchy
Managementofemployeesforhierarchy
Organizationglueforhierarchy
Strategicfocusforhierarchy
Criteriaofsuccessforhierarchy
F 41.297・・・
R
2
0.670
Notes:・p・0.1;・・p・0.05;・・・p・0.01
tothestudyofhowafirm・sinnovationstrategiesareafectedbyeachdimensionofthe
adhocracyandhierarchiccultures.Ourresultssuggestthattherelationwithinculturesof
organizationandinnovationstrategiesisintricateandfurtherresearchisneeded.
Firstly,thefindingsrevealthattheseconddimension,leadershipstyle,promotesinnova-
tioninoppositiontoimitation.Thisdimensionofadhocracyculturemeansthattheleadership
stylewhichthemanagersadoptintheorganizationshouldreflectinnovating,entrepreneur-
ship,orrisktaking.Therefore,ourfindingsandtheresearchaboutadhocracycultureare
consistent.Inaccordancewithourresults,theleadershipstyleofahierarchicculturealso
impactsinnovationpositivelyasopposedtoimitation.Thisresultisoppositetothemostof
literature,whichsupposethatcontroledandstructuredorganizationsboostanimitativeorien-
tationratherthananinnovativeone（Child,1973;DeBrentani,2001）.Thissortoftraditional
assumptionhasbeencriticizedbyrecentstudies.Forinstance,forthepioneerscoordination
andsmooth-runningeficiencyareconsideredasaveryimportantcapabilitytohelpfirms
obtainpriorlearning,fromwhichinnovationsareincreased（LiebermanandMontgomery,
1988）.Particularly,inlightofChinaasanemergingcountry,thelowcostpolicyandhigh
eficiencyinprovidingproducts/servicesisthekeytobusinesssuccess（Kotler,2002）.
Secondly,withregardtothedimensionofthemanagementofemployees,wealsogot
blendedresults.Concerningthehierarchicculture,asestimated,thisdimensionafectsinno-
vationorientationnegatively.Thisfindingrevealsthatpromotingemploymentsecurity,
consistency,stabilityandpredictabilityhelpsfolowersmorethanpioneers.Buttheresultsof
adhocracycultureexemplifythatadhocracycultureisnotconsistentwiththesupposition
whichtheliteraturegeneralyputforward.Wefoundthatithasanegativeimpactoninnova-
tiveorientation.Theseresultsmaybeexplainedbytheideathatadhocracyculturegreatly
emphasizesindividualheroismandshowingpersonaluniqueness.Thesefeaturesarequite
diferentfromthemoderateculturewhichhasexistedinChinaforalongtimemakingChi-
neseemployeesunwilingtoshowthemselvesboldlyforinnovation.Additionalanalyses
ilustratesthatwhenteamworkingisafocusinthemanagementofemployees,innovationis
increased.
Lastly,theresultsofourpaperandthepreviousliteraturehaveasimilarviewwith
respecttotheotherfourdimensions:dominantcharacteristics,organizationglue,strategic
emphasesandcriteriaofsuccess.Thedominantorganizationalcharacteristicsindicatewhat
theorganizationtheemployeesworkinisalike.Thisdimensionofadhocracyculturemeans
thatthefirmisaplacewithdynamismandentrepreneurship,andemployeesherehaveaspirit
ofrisk-taking.Onthecontrary,thedominantcharacteristicsofhierarchicculturemeans
organizationswithcontrolandstructuredorientation,areenhancingimitationratherthan
innovation.
Theorganizationalgluedimensionistheemployees・sharedvalues.Theresultsofour
studyindicatethatorganizationglueimpactsinnovationpositivelyrelativetoimitationwhen
thesharedvaluesarecommitedtochangeandinnovation.Alternatively,whenthesevalues
highlighthierarchicaswelasformalpoliciesandrules,theorganizationgluedimension
afectsinnovationnegativelycomparedwithimitation.
Withregardtothestrategicemphasesdimension,theadhocracyculturehasapositive
relationhipwiththeinnovationorientationwhenafirmisfocusingonobtainingnewresources
andcreatingnewchalenges.Conversely,therelationshipbetweenhierarchiccultureand
imitationispositivewhenthefirmfocusesonpermanenceandstability.
Likewise,whenthecriteriaofsuccessforafirmistobeaninnovatororaproductleader,
thisdimensionisinpositivecorelationwithinnovationwhilethisdimensionhasapositive
relationwithimitationwheneficiency,smoothschedule,low-costproductionanddelivery
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reliabilityareconsideredasthefirm・scriteriaofsuccess.
Tosumup,thefirstmaincontributionsthispapermadeisthattherelationshipbetween
organizationalcultureandtheinnovation/imitationstrategiesofafirmshouldbeinspected
empiricaly.Therearerareempiricalstudiesabouttheefectoforganizationalcultureon
innovation/imitationstrategiesalthoughpreviousliteratureunderliesthisissue.Second,the
empiricalevidenceprovidedbythispaperrevealsthatorganizationalculturehasdiferent
efectsonafirm・sinnovation/imitationstrategies.Particularly,itfoundthatadhocracyculture
ispreferablefortheinnovativeorientationwhilehierarchicculturesuitstheimitativeorienta-
tionmore.Third,thefindingsrevealthereisamoreintricaterelationshipoforganizational
culturesandinnovationstrategiesthanthepreviousliteraturesuggested.Eventhoughthe
majorityofculturaldimensionsafectthefirm・sinnovationstrategiesisthesamewithexpec-
tation,theefectofthemanagementofemployeesinadhocracycultureandtheleadership
styleinhierarchiccultureoninnovationstrategyisoppositetotheassumptionsofthispaper.
Someimplicationsforpractitionerscanbeconcludedbytheseresults.Withthepurpose
ofbeingsuccessfulinrealizationoftheirinnovationorimitationstrategies,firmsoughtto
keepaneyeonorganizationalculture.Particularly,ifthestrategyofinnovationisemployed,
thefirmshouldcultivatethevaluesofanadhocracyculture,primarilydedicatedtobeingan
innovator,buildingaplacewithdynamismandentrepreneurshipwhereemployeesarelikely
totakerisks,andcreatinganenvironmentwhereteam-workisemphasized.AsZhou（2006）
suggests,theChinesemarketprovidesanenvironmentmorefeasibletoinnovatorsthanimita-
torsand,inChina,aninnovationstrategyisapreferableoptiontotheimitativeone,soChi-
nesefirmsshouldestablishanadhocracycultureinordertoprovidemoreinnovativeproducts
andservices.Oppositetothis,ifafirmintendstobeaproductfoloweroramarketlater
entrant,inmostcasesahierarchiccultureisadvisable.Eficiency,reliabledelivery,formal
rulesandpolicies,leanproduction,chainofcommandandcontrolshouldbecomethefocus
ofthefirm.
Despitethisstudy・scontributionsandimplications,weshouldnotinterpretitsresults
withoutconsideringitslimitations.Firstly,thispaperonlyutilizeselinearregressionanalysis.
Thusweshouldtreattheinteractionbetweenthevariableswithcaution.Secondly,themod-
eratorefectsofsomevariablesontheculture-innovationrelationarenotincluded,suchas
firmageandfirmsize.Thirdly,weusethecompetingvaluemodelinthegeneralmannernot
focusingonChina・suniqueculture.Finaly,wejustcolectedthedatainthisstudyfroma
singlesource.Themajorityofempiricalresearchaboutthisissueusualyadoptedsingle
respondentsand,onthewhole,focusedonmanagers（Al-KhalifaandAspinwal,2000;Lau
andNgo,2004;McDermotandStock,2001）.Butthevalidityoftheresearchfindingscan
beenhancedbyusingthemultipleinformants.Theselimitationsshouldbeaddressedinfuture
studies.Forexample,soastochecktheinteractionbetweenthoserelationships,themultiple
regressionmethodshouldbeadoptedinafuturestudy.Also,thevalidityoftheresearch
findingswouldbeimprovedbyinterviewingmultipleinformants.Inaddition,somemediator
variablesintherelationshipbetweenorganizationalcultureandinnovationorientationshould
beexaminedinfutureresearch.Firmsize,resourcesandthestructureoftheorganizationmay
actasthemediatorvariables（Matsunoetal.,2002;Shamsieetal.,2004）.Finaly,theunique
characteristicsofChineseculturecouldhaveanefectonthechosenstrategicorientation
（Zhou,2006）.Thus,moreresearchcouldstudytherelationshipswithChineseculturalchar-
acteristicskeptinmind.
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